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The act that others use the unauthorized title of works in brand and name of 
enterprise, triggering the conflict of interest between the title of works of holders and 
the merchant who utilizing the title of works gradually, which lead to the benefits on 
the title of works of commercialization enjoyed by the title of works of holders on the 
agenda. But the current copyright law, the trademark law and the anti-unfair 
competition law can not protect effectively the merchandising right of the title of 
works, which reserving a certain space to set up the system of the merchandising right. 
The article follows the basic legal principle of the interest balance, put forward the 
interest balance of the merchandising right system of the title of works is the interest 
balance at the basis of maximize profits of the title of works of holders, and discusses 
the subject, object, content, protection and restriction of the merchandising right 
system of the title of works, and suggests the legal status of independent civil rights 
on the merchandising right should be established as well as the legal protection mode 
of the merchandising right of the title of works that fit the need of our country will be 
structured as quickly as possible, and building the theoretical on the merchandising 
right system of the title of works.  
The thesis includes four Chapters: 
Chapter one: deliberates briefly the concept and character of works and the title 
of works, expatiates the legal connotation of merchandising of the title of works: the 
merchandising of the title of works is the act that develop and utilize and use the title 
of works in the secondary meaning. 
Chapter two: deliberates the title of works merchandising should be protected by 
the merchandising right. The logic of argument is the current copyright law, the 
trademark law and the anti-unfair competition law can not protect the merchandising 
right of the title of works effectively, so it is indispensable that protect the 
merchandising of title of works by using the merchandising right. 
Chapter three: its the keystone in expound the thesis, and its theoretical 
framework of the merchandising right system of title of works. And analyzing the 















Chapter four: its the part that the legislative proposals of the merchandising right 
system of the title of works, summarizing and analyzing the principle of interest 
balance in the system of the merchandising right system of title of works: the balance 
of interest at the foundation on the title of works of holders maximize the benefits. 
Advancing the synthetic legal protection mode of the protection of civil code which as 
principal, and the protection of the anti-unfair competition law as secondary. 
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